5.1

BAB V
PENUTUP
Kesimpulan

Berdasarkan hasil analisis data yang telah dilakukan dan dijelaskan pada bab

IV, maka kesimpulan yang dapat diambil dari penelitian ini adalah sebagai berikut:

5.2

. Store atmosphere berpengaruh terhadap word of mouth.

Store atmosphere berpengaruh terhadap niat beli.
Word of mouth berpengaruh terhadap niat beli.

Word of mouth dapat memediasi store atmosphere dengan niat beli.

Implikasi Manajerial

Berdasarkan penelitian yang telah dilakukan, penulis berharap penelitian ini

dapat berguna bagi Senja Resto Kaliurang untuk meningkatkan niat beli. Adapun

implikasi manajerial yang dapat penulis berikan yaitu:

1.

Store atmosphere menjadi variabel yang mempengaruhi niat beli pelanggan.
Oleh karena itu penting bagi Senja Resto Kaliurang untuk meningkatkan store
atmosphere dengan merawat kebersihan, memutar musik latar yang netral,
menciptakan aroma khas, merawat pencahayaan pada beberapa titik, dan
menjaga penataan produk yang akan dijual. Hal ini bertujuan supaya pelanggan
bisa merasa lebih nyaman saat berkunjung ke Senja Resto Kaliurang.

Word of mouth menjadi variabel yang mempengaruhi niat beli pelanggan. Oleh
karena itu penting bagi Senja Resto Kaliurang untuk peka terhadap masukan

dari pelanggan yang berkunjung. Dengan mendengarkan dan menanggapi
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5.3

umpan balik pelanggan, Senja Resto Kaliurang dapat terus meningkatkan store
atmosphere dan layanan yang diberikan, sehingga mendorong lebih banyak
pelanggan untuk berbagi pengalaman positif mereka. Hal ini pada akhirnya

akan meningkatkan niat beli pelanggan yang berkunjung.

Kelemahan Penelitian

Berdasarkan hasil analisis data, terdapat beberapa kelemahan pada penelitian

ini yang dapat menjadi pertimbangan untuk penelitian selanjutnya antara lain:

5.4

. Penelitian ini memiliki koefisien determinasi R? rendah.
. Kesulitan dalam mendapatkan responden.
. Variabel dependen niat beli dirasa kurang tepat dalam penelitian.

. Dimensi store atmosphere kurang diteliti satu per satu.

Saran untuk Penelitian Berikutnya

Berdasarkan hasil analisis pada penelitian ini, saran untuk penelitian

selanjutnya adalah saebagai berikut:

. Meningkatkan koefisien determinasi R?> untuk hasil penelitian yang lebih

signifikan dengan cara menambahkan variabel penelitian.

Saat pengisian kuesioner lebih baik didampingi oleh peneliti.

. Variabel dependen dapat diubah menjadi niat untuk berkunjung kembali.

. Pengaruh dimensi store atmosphere pada niat beli bisa diteliti pengaruhnya satu

per satu agar penelitian lebih terperinci.
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LAMPIRAN I
GOOGLE FORM PENGISIAN KUESIONER

s = f

Store Atmosphere Pada Outlet Senja
Resto Kaliurang

Kepada responden yang terhomat,

Perkenalkan saya Josef Marcelino Wibowo Adenan, mahasiswa aktif Program Studi
Manajemen, Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini,
saya sedang menjalani tahap penelitian untuk keperluan tugas akhir skripsi.

Penelitian dilakukan untuk memenuhi persyaratan akademis sebagai salah satu syarat
kelulusan. Berkaitan dengan hal tersebut, saya memohon kepada Bapak/Ibu/Saudara
untuk mengisi kuesioner dibawah ini. Kesediaan Bapak/Ibu/Saudara sangat berarti bagi
penelitian yang akan saya lakukan.

Atas perhatian dan kesediaannya, saya ucapkan terimakasih.

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Jenis Kelamin *

QO rria
O Wanita

Usia *

Jawaban Anda
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LAMPIRAN II
PERTANYAAN KUESIONER

Jenis Kelamin

o Pria o Wanita

Usia

Apakah anda pernah berkunjung ke outlet Senja Resto Kaliurang?

o Pernah o Tidak Pernah
Jika pernah, berapa kali anda berkunjung ke outlet Senja Resto Kaliurang

dalam 3 bulan terakhir?

o <2 o 2-5 o >5

Apakah anda memiliki aplikasi ""Senja Coffee"?

o Ya o Tidak
Apa saja keuntungan terbesar dari menggunakan aplikasi ""Senja Coffee' yang

sudah anda rasakan saat ini?

o Produk gratis
o Diskon produk

o Kemudahan dalam pemesanan makanan dan minuman

Skala
. Sangat .
Cleanl
caniiness Tidak Tlda.k Netral | Setuju Sang.a ¢
. Setuju Setuju
Setuju

Kebersihan lantai outlet Senja
1 | Resto Kaliurang membuat saya
nyaman.
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Rak-rak bersih dari outlet Senja
Resto Kaliurang membuat saya
untuk tinggal lebih lama.

Kebersihan outlet Senja Resto
Kaliurang menarik saya untuk
mengunjungi lagi.

Music

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

Mendengarkan musik di outlet
Senja Resto Kaliurang
menciptakan suasana santai saat
berkunjung.

Musik di outlet Senja Resto
Kaliurang membuat saya untuk
membeli lebih banyak.

Lingkungan di outlet Senja
Resto Kaliurang menyenangkan
yang diciptakan oleh musik
membuat saya menghabiskan
lebih banyak waktu di outlet.

Irama musik latar di outlet Senja
Resto Kaliurang membuat saya
nyaman.

Volume musik latar di outlet
Senja Resto Kaliurang membuat
saya tinggal lebih lama.

Adanya musik latar di outlet
Senja Resto Kaliurang
meningkatkan kenyamanan
saya.

Scent

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

10

Aroma di outlet Senja Resto
Kaliurang membuat saya untuk
membeli lebih banyak.
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11

Aroma di outlet membuat saya
mengunjungi kembali outlet
Senja Resto Kaliurang.

12

Aroma dari outlet Senja Resto
Kaliurang membuat saya untuk
tinggal lebih banyak waktu.

Temperature

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

13

Kualitas AC di outlet Senja
Resto Jakal membuat saya
nyaman.

14

Lingkungan di outlet Senja
Resto Jakal yang sepenuhnya
ber-AC membuat saya nyaman
saat berkunjung.

15

Outlet Senja Resto Kaliurang
tanpa AC membuat saya enggan
berkunjung.

Lighting

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

16

Pencahayaan di outlet Senja
Resto Kaliurang baik-baik saja.

17

Pencahayaan di outlet Senja
Resto Kaliurang memanjakan
mata, dan membuat saya
menetap lebih lama lagi.

19

Pencahayaan outlet Senja Resto
Kaliurang membuat segalanya
lebih terlihat dan menarik bagi
saya.

20

Pencahayaan di area produk
memungkinkan saya untuk
mengevaluasi kualitas produk.

21

Pencahayaan berbeda yang
digunakan di setiap area di
outlet Senja Resto Kaliurang
penting.
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Color

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

22

Warna outlet Senja Resto
Kaliurang sudah bagus.

23

Warna outlet Senja Resto
Kaliurang menciptakan citra
positif dalam pikiran saya.

24

Warna outlet Senja Resto
Kaliurang membuat persepsi
positif dalam pikiran saya.

Display/Layout

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

25

Saya cenderung membeli lebih
banyak ketika saya menemukan
tampilan yang menarik dan
mengesankan di outlet Senja
Resto Kaliurang.

26

Ada tampilan informasi di
dalam outlet Senja Resto
Kaliurang yang memadai.

27

Tampilan di outlet Senja Resto
Kaliurang membuat saya untuk
melihat produk lebih kritis

28

Tampilan outlet Senja Resto
Kaliurang memungkinkan saya
untuk melihat produk yang
ditampilkan dengan jelas

29

Pengaturan produk yang kreatif
dan sistematis di outlet Senja
Resto Kaliurang membantu saya
dalam pemilihan produk.

WOM intensity

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju
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30

Saya berbicara tentang outlet
Senja Resto Kaliurang ini jauh
lebih sering daripada tentang
outlet lainnya.

31

Saya berbicara tentang outlet
Senja Resto Kaliurang ini jauh
lebih sering daripada tentang
outlet jenis lainnya.

32

Saya berbicara tentang outlet
Senja Resto Kaliurang ini
kepada banyak orang.

Purchase Intention

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

34

Saya ingin membeli produk di
outlet Senja Resto Kaliurang.

35

Saya ingin menikmati kopi lebih
lama di outlet Senja Resto
Kaliurang.

36

Saya ingin mengunjungi outlet
Senja Resto Kaliurang lagi.

37

Saya ingin membeli kembali
dikemudian hari.

38

Saya ingin memberi tahu
keluarga dan teman-teman saya
tentang outlet Senja Resto
Kaliurang.
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LAMPIRAN III

JAWABAN PERTANYAAN

NIyl ¥ Y/ M| M| M|[M|M|M a ﬁ a S |s P|P|P|P|W|W|W Wo | Wo [ Wo | N [ N | N [ N[N
o | K TP T UL | U2 | U3 | U4 | US| U6 | 20| s 2 |3 2 (3[4 (51|23 M1 | M2 | M3 | Bl | B2 | B3 | B4 | BS
1|1 2% 1 1 4 2 4 2 1 3 2 5 1 1|2 4 s {223 |3]4 1 5 3 2 4 5 4 2
2 |1 2Uz 1 1 4 3 4 4 4 4 3 3 3 3| 4 44445 | 4]4 5 5 5 4 4 | 4 4 4
301 2‘; 1 1 4 3 4 4 3 3 3 3 4 4| 4 4 afafaf|4a]|4a]a4 5 5 5 5 5 5 5 5
4 |1 2U3 1 1 4 3 4 4 4 5 5 4 | 4 503 443345 |4 4 3 4 5 4 5 4 4
501 ;i 1 2 4 3 3 3 4 3 4 | 4| 4 4|3 34|43 4|43 3 3 3 4 4 | 4 4 4
6 |1 fl 1 1 4 4 4 4 4 4 4 | 4| 4 4| 4 4 a4 afa|a|4a]a4 4 4 5 4 4 | 4 4 4
701 2U3 1 1 5 4 4 4 4 4 4 | 4 | 4 413 O I O O O T 4 4 4 4 4 | 4 4 4
8 |1 2‘; 1 2 3 3 3 3 3 3 3 3 3 3|3 33| 3|33 |3 |3 4 4 4 3 4 | 4 4 3
9 |1 2Uz 1 1 5 5 5 5 5 5 4 5 4 505 s s|s|s| s | s | s 5 5 5 5 5 5 5 5
10 |1 2U2 1 2 3 3 4 3 3 3 3 3 3 3|3 33| 3|33 | 3|3 3 3 3 4 3 3 3 3
1m |1 2‘1 1 1 2 1 4 4 2 4 2 2 2 413 2444|444 2 2 5 5 5 5 5 5
122 2U5 1 1 4 4 5 4 4 5 4 5 4 41 4 S|4 44 4|44 4 4 4 4 5 4 4 4
13 |2 2U3 2 1 4 3 4 4 5 5 4 | 4| 4 3|4 4 s s |s|4a|4a]a4 3 4 4 4 4 | 4 4 4
14| 2 If) 1 2 5 1 3 4 3 4 3 2 3 502 44433 |4]3 4 3 4 4 4 3 2 3
15 | 2 2‘1 1 1 3 2 2 5 5 5 3 3 3 2|5 s s|s|s|s|s|s 3 2 2 3 3 3 3 3
16 | 1 ;f) 1 2 5 5 5 5 5 b5 5 5 5 505 s s|s|s|s|s|s 5 5 5 5 5 5 5 5
17 | 2 2U2 1 1 4 3 5 4 3 4 4 | 4| 4 415 s|s|s|s|s|s|s 5 5 5 5 5 5 5 5
18 | 2 5U5 1 1 5 4 4 4 5 5 4 5 4 5|3 S| s |44 s | 4|4 3 4 4 4 5 4 4 5
19 |2 2U5 1 1 3 1 3 3 3 3 4 | 4 | 4 415 32433 3]3 1 1 1 2 4 2 2 2
20 |1 2U7 1 1 4 4 4 3 3 3 3 4 | 4 4|2 4 afalal3 |33 3 3 3 4 4 | 4 4 4
21 | 2 If) 1 2 4 4 4 4 4 3 4 | 4 3 3| 4 44433 [4]3 3 3 3 3 3 3 3 3
2 |1 ;é 1 2 4 2 2 3 2 3 3 3 4 4|3 3|44 4] 3] 4]5 2 2 2 3 2 3 4 3
23 |1 2U7 1 1 5 3 3 4 3 4 3 3 3 4 (3 3 s 45| 3|3 |4 4 5 4 4 4 3 4 4
24 |1 ;f) 1 2 5 4 5 5 4 4 5 5 5 5| 4 s|s|s|s|s|s|s 4 4 4 5 5 5 5 5
25 |1 2U5 1 1 3 3 4 5 3 4 4 | 4| 4 5| 4 4 s |s|s|af|s|s 5 5 5 5 5 5 5 5
26 |1 fl 1 1 5 4 4 5 4 5 4 | 4 3 5|5 44455 |4]4 5 4 4 4 4 5 5 5
27 | 2 2‘2 1 1 4 3 4 4 4 4 5 4 5 41 4 s 444 s | 4|4 5 5 5 5 4 5 5 4
28 |1 2Uz 1 1 5 5 5 5 5 5 5 5 5 505 s s |45 s | s | s 4 4 4 5 5 5 5 5
29 |1 3% 1 1 5 4 4 5 5 5 4 5 5 41 4 s|4al4als| s | s |4 4 5 5 5 5 5 5 5
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N|JT| | ¥ Y/ M| M| M|[M|M|M ﬁ ﬁ ﬁ S({S|P|P|P|P|P|W|W|W|T Wo | Wo [ Wo | N [ N | N[ N[N
0 | K TP T UL | U2 | U3 | U4 | US| U6 | 2 | 3 2 3 2 |3 4|5 | 1|2 |31 M1 | M2 [ M3 | Bl | B2 | B3 | B4 | BS
30 | 2 2‘{,’ 1 1 4 5 5 3 5 5 4 5 4 505 S| s | s|s| s | 455 4 4 4 5 5 5 5 5
3101 3% 1 1 5 5 5 4 5 5 5 5 5 505 5|15 | s| 5| 5|55 |5 5 5 4 5 5 5 5 5
2 01 2U5 1 1 4 4 4 4 4 4 4 | 4| 4 41 4 4 afs|[s|a|a]|4a]34 5 5 5 5 5 5 5 5
33 |2 fs 1 2 5 4 4 4 4 4 5 5 4 5|5 S| s|s| 5|5 |5 |5 |5 5 5 5 5 5 5 5 5
34 |2 3% 1 1 5 5 5 5 5 5 5 5 5 515 s|s|s|s| s |5 |5 |5 5 5 5 5 5 5 5 5
3501 2% 1 1 5 5 5 5 5 5 5 5 5 505 4 s (s |{s|s5 |5 |4]4 4 5 5 5 5 5 5 5
36 |1 fz 1 2 4 5 5 5 5 5 4 | 4 5 5 |s 4 afafa|la|a|4a]4 4 4 4 5 5 5 4 4
37 | 2 2U7 1 1 5 5 5 5 5 5 5 5 5 5 |s s s|s|s| s |5 |5 |5 5 5 5 5 5 5 5 5
38 |1 3% 1 1 5 5 4 4 4 4 4 4 4 4 | 4 4| 4| 4| 4 4 4 4 4 4 5 5 5 5 5 5 5
39 |2 3% 1 1 4 4 4 5 5 5 4 4 4 505 515|555 5 515 5 5 5 4 5 4 5 5
40 | 2 3U6 1 1 4 4 4 5 5 5 3 3 4 51 4 415 | 4|4 5|5 |5 |4 5 5 5 5 5 5 5 5
41 | 2 2U7 1 1 4 4 5 5 4 4 4 | 4| 4 5|3 4 afafls|s|s |5 |5 5 5 5 5 5 5 5 5
42 |1 llf) 1 1 4 4 4 4 4 4 4 4 4 513 4| 4| 4| 4 4 4 4 4 5 5 5 5 5 5 5 5
43 |2 ;i 1 1 4 4 4 4 4 4 4 4 4 4| 4 41 4 | 4|4 4| 4| 4|4 5 5 5 5 5 5 5 5
4 | 2 2‘1 1 1 4 4 4 4 4 4 4 | 4| 4 513 s s|s|s| s | s |44 5 5 5 5 5 5 5 5
45 | 1 ;é 1 1 4 4 4 4 4 4 4 | 3 3 503 4l afals| 4| 4|45 5 5 5 5 5 5 5 5
46 | 1 2U7 1 1 4 4 4 4 4 4 3 3 3 413 s|s|s|s|s|4a]4]s 5 5 5 5 5 5 5 5
47 | 2 ;f,’ 1 1 4 4 4 4 4 4 4 | 4| 4 413 S| s | s | s | 4| 4] 44 5 5 5 5 5 5 5 5
48 | 1 2U5 1 1 4 4 4 4 4 4 4 | 4 | 4 41 4 s|s |44l s | s |5 |s 5 5 5 5 5 5 5 5
49 | 1 2U7 1 1 4 4 4 4 4 4 5 5 5 4 13 514445555 5 5 5 5 5 5 5 5
50 | 2 ; 1 1 4 4 4 4 4 4 4 4 4 513 4| 4| 4| 4 5 5 4 5 5 5 5 5 5 5 5 5
5101 2‘; 1 1 4 4 4 4 4 4 4 | 4 | 4 413 O I I R I I A 5 5 5 5 5 5 5 5
52 |1 2U2 1 1 5 2 3 4 4 5 4 5 5 301 51413 ]2] 4 4 4 |2 3 2 3 4 5 4 4 3
53 |1 ;, 1 1 4 4 4 4 4 4 5 5 5 4 | 4 4 | 44| 4| 4| 4| 4|4 5 5 5 5 5 5 5 5
se 2| Al 1 4l a | a ] a| a] a]a)|4]as 4|3 s s |s|a|a|a]4]a 5 5 s | s s | s |5 |s
5501 ;’ 1 1 4 4 4 4 4 4 4 | 4| 4 4 (3 4 afs|als s |5 |5 5 5 5 5 4 5 5 5
56 | 2 2‘; 1 1 4 4 4 4 4 4 4 | 4| 4 403 sl 4| s |4 4| a]4a]s 5 5 5 5 5 5 5 5
57 | 2 ; 1 1 4 4 5 5 5 4 4 4 4 4| 2 5|45 ]3] 4 4 4 | 4 5 5 5 5 5 5 5 5
58 | 2 ;, 1 1 4 4 4 4 4 4 4 | 4 | 4 4 | 4 O I I R I I A 5 5 5 5 5 5 5 5
59 |1 ;é 1 1 5 5 5 5 5 5 4 4 4 4| 4 41 4 | 4| 4| 4| 4| 4|4 5 5 4 5 5 5 5 5
60 | 1 ;, 1 1 5 5 4 4 4 5 4 4 4 505 55| 5| s5| 5| 4] 4]4 5 5 5 4 3 4 4 4
61 | 2 ;é 1 1 4 4 4 4 4 4 4 4 4 4|3 41 4 | 4|4 4| 4| 4|4 4 4 4 4 4 5 5 5
62 | 2 2% 1 1 4 4 4 4 4 4 4 3 4 4|3 5015155 4 5 5 4 4 4 4 5 5 5 5 5
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LAMPIRAN 1V

HASIL OLAH DATA
A. UJI VALIDITAS DAN RELIABILITAS
1. Store Atmosphere
Item-Total Statistics
Scale Mean if Scale Variance if  Corrected Item- ~ Squared Multiple Cronbach's Alpha
Item Deleted Item Deleted Total Correlation Correlation if Item Deleted
K1 110.22 96.441 .480 .908
K2 110.41 95.390 .524 .908
K3 109.99 97.567 .388 910
MU1 110.16 96.822 479 .908
MU2 110.88 94.094 326 915
MU3 110.20 95.080 .546 907
MU4 110.16 95.344 .559 907
MUS5 110.36 93.417 .565 .907
MU6 110.11 95.070 .569 .907
AR1 110.46 95.842 462 .909
AR2 110.39 96.175 .440 909
AR3 110.38 95.511 473 908
S1 110.15 97.272 410 909
S2 110.23 95.120 521 .908
S3 111.03 94.764 342 913
P1 109.99 95.127 591 .907
P2 110.08 94.293 .620 .906
P3 110.03 95.521 .546 907
P4 109.98 95.586 535 907
P5 110.03 94.012 .591 .906
W1 110.16 94.236 .611 .906
W2 110.26 95.212 499 .908
W3 110.25 95.986 457 .909
T1 110.16 94.083 584 .906
T2 110.14 95.318 .530 .908
T3 110.15 94.219 .562 .907
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T4 110.03 96.311 .532

.908
T5 109.99 96.866 486 .908
Reliability Statistics
Cronbach's Alpha
Based on
Standardized
Cronbach's Alpha Items N of Items
911 918 28
2. Word of Mouth
Item-Total Statistics
Scale Mean if Scale Variance if ~ Corrected Item- ~ Squared Multiple Cronbach's Alpha
Item Deleted Item Deleted Total Correlation Correlation if Item Deleted
WoM1 8.53 2.620 791 .631 .893
WoM?2 8.52 2.404 .853 729 .841
WoM3 8.51 2.621 815 .678 .874
Reliability Statistics
Cronbach's Alpha
Based on
Standardized
Cronbach's Alpha Items N of Items
910 910 3
3. Niat Beli
Item-Total Statistics
Scale Mean if Scale Variance if ~ Corrected Item- ~ Squared Multiple ~Cronbach's Alpha
Item Deleted Item Deleted Total Correlation Correlation if Item Deleted
NB1 17.69 5.910 723 551 .884
NB2 17.88 5.533 .625 402 914
NB3 17.71 5.685 .810 .672 .866
NB4 17.70 5.726 .810 720 .866
NBS 17.73 5.499 .837 744 .859
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Reliability Statistics

Cronbach's Alpha
Based on
Standardized
Cronbach's Alpha Items N of Items
.900 .906 5

B. REGRESI BERGANDA (PENGARUH STORE ATMOSPHERE DAN

WORD OF MOUTH TERHADAP NIAT BELI)

Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 7332 .538 .532 40239

a. Predictors: (Constant), Word of Mouth, Store Atmosphere

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 29.184 2 14.592 90.120 .000P
Residual 25.097 155 .162
Total 54.282 157
a. Dependent Variable: Niat Beli
b. Predictors: (Constant), Word of Mouth, Store Atmosphere
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .875 358 2.444 .016
Store Atmosphere .018 .004 254 4.287 .000
Word of Mouth .449 .045 .597 10.070 .000

a. Dependent Variable: Niat Beli

C. REGRESI SEDERHANA (PENGARUH WORD OF MOUTH

TERHADAP NIAT BELI)
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.206 .188 11.750 .000
Word of Mouth .523 .043 .695 12.068 .000

a. Dependent Variable: Niat Beli
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Abstract

This paper aimed at identifying the effects of atmosphere on the consumer purchase intention in international
retail chain outlets of Karachi, Pakistan. This was the first study, which investigated the collective impact of
atmospheric variables at one point in time on purchase intention. This research was causal in nature. A sample of
300 consumers was taken who usually visited these outlets. Data was collected through a well-structured
questionnaire and analyzed through regression analysis. Research findings indicate that atmospheric variables
such as cleanliness, scent, lighting, and display/layout have a positive influence on consumers’ purchase
intention; whereas music and color have insignificant impact on consumers” purchase intention. The temperature
has almost no impact on the purchase intention of the consumers. This study has important implication for
Practitioners and Academicians.

Keywords: store atmosphere, shopping environment, cleanliness, scent, lighting, temperature, music,
display/layout, purchase intention

1. Introduction

Earlier consumers mainly focused on product functions or attributes to opt for a shopping place. Nowadays,
consumers ask for added beneficial elements to select retail outlets for their purchases. A pleasant atmosphere of
the retail chain outlets is one of those elements which are extremely desired. The role of store atmosphere in the
success of retail outlet can not be neglected (Turley & Milliman, 2000). Retail chain outlets are gradually
replacing small traditional retailers. The success of the retail chain industry in comparison to traditional retailers
is attributed to convenience, choice of goods, huge space and low prices.

“Atmosphere is a term that is used to explain our feelings towards the shopping experience which can not be
seen” (Milliman, 1986). Kotler (1973-74) describes the atmosphere as “the design of the of retail chain outlet
that produces specific emotional effects on the buyer that enhances his purchasing probability”. The attractive
and impressive atmosphere of retail chain outlets creates an enjoyable experience among the consumers, which
directly affects consumers' purchase intention and their decision making process (Srinivasan & Srivastava, 2010)

Wakefield & Baker (1998) proved that the probability of customers staying longer in store increases due to
atmospheric stimulus. When a consumer feels satisfied from the retail environment of the store, he spends more
time in a particular store and buys more because of pleasant environmental stimuli (Bohl, 2012). The
environment has a huge impact on the consumers’ emotion and satisfaction. The impressive atmosphere of the
retail chain outlets enhances the customer satisfaction level and purchase experience (Silva & Giraldi, 2010).

Several researchers have identified the effect of atmosphere on the behavior of consumers in the store (Russell &
Mehrabian, 1978), but still empirical research on the impact of store atmosphere on the behavior of consumers is
limited (Zeynep & Nilgun, 2011). The scope of consumer studies is narrow in the previous researches (Areni &
Kim, 1994; Bitner, 1992). Many researches were conducted, but they focused on one atmospheric variable at a
time and left others. Though in reality consumer behavior is affected by several atmospheric cues collectively
(Zeynep & Nilgun, 2011).

Therefore, this study has been designed to investigate the collective impact of all major atmospheric variables
such as cleanliness, music, temperature, lighting, color, display/layout, and scent or fragrance at one point in
time. This study becomes even more useful in the context of a developing country like Pakistan, which has
hardly any research data available on the mentioned subject matter.
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2. Literature Review
2.1 Cleanliness

Cleanliness is the appearance of the retail chain outlet that improves the atmosphere which affects the customers
feeling towards the outlet. Customers create positive or negative word of mouth about retail chain outlet by
looking at the cleanliness (Banat & Wandebori, 2012). Cleanliness can improve store atmosphere (Gajanayake,
Gajanayake & Surangi, 2011). Cleanliness of a store creates positive impression among consumers and makes
them stay longer in the store. Product display and Cleanliness are very important for the outlet selection
(Wanninayake & Randiwela, 2007). Cleanliness of the outlets creates an image of comfort and luxury in the
customer's mind due to which customers stay for more time in retail chain outlets and make more purchases (Yun
& Good, 2007).

H1: Cleanliness has significant impact on purchase intention of consumers.
2.2 Music

Music can be defined as a pleasant sound that impacts consumers’ conscious and unconscious decisions (Banat
& Wandebori, 2012). Music played in retail outlet significantly impacts consumer purchase intention. Music
styles and tempos deeply influence consumers in increasing sales of the retail outlets. Pleasant music is
associated with longer consumption time (Holbrook & Anand, 1990). The variety of the background music
significantly impacts on the consumer perceptions and preferences (Bruner, 1990). Consumers spend less time in
stores when the music is played louder as compared to soft (Smith, Patricia, & Ross, 1966). Impact of loudness
on musical preference is moderated by gender, with females reacting more adversely than males to louder music
(Kellaris, James & Ronald, 1993). Music generally influences positively while fast tempo music mediates
influence on the shopper’s perception of the mall (Michon & Chebat, 2004). Music has a constructive impact on
the customers’ sum of time and money spent due to good environment (Herrington, 1996).

H2: Music has significant impact on purchase intention of consumers.
2.3 Scent

Presence or absence of scent in the retail chain outlets has noticeable impact on the consumer purchase intention.
Scent is a pleasant fragrance that influences customer mood and emotions which make the customers stay more
time and feel excited (Banat & Wandebori, 2012). Right use of scents improves evaluations of products that are
unfamiliar or not well liked (Morrin & Ratneshwar, 2000). Scent has a major effect on how consumer evaluates
the merchandise (Spangenberg, Sprott, Grohmann, & Tracy, 2006) Customers spend more time in shopping
when the environment contains good music and scent (Yalch, Richard, Eric, & Spangenberg, 2000). Selection of
one scent should be preferred over multiple scents. Shoppers spend more money at the outlets with single scent
compared to those consumers who are exposed to multiple fragrances (Haberland, 2010). The selection of scent
must consider the targeted gender to make theme pleasing, so that customers spend more time and money at a
retail outlet to purchase goods (Spangenberg et al., 2006).

H3: Scent has significant impact on the purchase intention of consumers.

2.4 Temperature

Temperature at retail outlet is among those atmospheric variables that greatly impact the consumer purchase
intention. Extreme temperature—very low or very high—creates negative feelings among customers; it leads to
dissatisfaction among the customers and consequently, customers spend less time in outlet and produce negative
word of mouth (Lam, 2001).

H4: Temperature has significant impact on purchase intention of consumers.

2.5 Lighting

Lighting is used to highlight products. It creates excitement and has a positive impact on consumer purchasing
behavior (Mehrabian & Albert, 1976). When the lighting used in the retail chain outlets is of good color,
consumers are inclined to touch products to assess quality (Areni & Kim, 1994). Consumer’s choice of store is
moderately influenced by the lighting and store layout (Wanninayake & Randiwela, 2007). Stores with proper
lighting, music, color, scent and displays will motivate the customers to visit the store again in the future (Yoo,
Park, & MacInnis, 1998). The main purpose of using brighter lighting in retail outlets is to grab the customers’
attention so that they start purchasing from the outlets due to their comfort.

HS5: Lighting has significant impact on purchase intention of consumers.
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2.6 Color

Color builds Icclings and allTects consumer behavior and attitude (Banat & Wandebori, 2012), Tt could stimulale
memories, thoughts, and experiences. For instance; “red retail enviromments tend to be generally unpleasant,
negative, tense, and less attractive than green and blue” (Bellizzi, Crowley, & Tlasty, 1983). Color has great
impact on the consumer’s perception about the merchandise { Yuksel, 2009). Good color of the retail chain outlet
will grab the customers’ attention and create positive perception about the merchandise (Crowley, 1993).

Heé: Color has significant impact on purchase intention of consumers
2.7 Display / Lavout

Products in the retail chain outlets should be displayed in such a way that attracts the consumers, Product display
in the retail outlets is a stimulus to attract the consumers to make impulse buying (Abratt, Russell, Goodey, &
Stephen, 1990). Design and display of products in the retail chain outlets contribute one fourth sales of the
outlets (Mills, Paul, & Moorman, 1995). The display can be defined as grouping of products, shelf Space, and
allocation of floor space, department allocation and wall decorations. Lavout is defined as division of selling
area, space utilized and arrangement of products (Banat & Wandebori, 2012). Product display has a strong
impact on the consumers purchase intention and customer's perception about the product. Customer's movement
in the stores is immenscly influenced by the display of the products in the stores (Ward, Bitner, & Barnes, 1992).

117: display/layout has significant impact on purchase intcntion of consumers
3. Research Methodology

Tt was basically a quantitative research. The type of research was causal. The primary data was collected through
a structured questionnaire from two international retail chain outlets, namely Habib Metro & Hyperstar. The total
number of internatienal retail chain branches in Karachi is 4. The sample size was 300, People were selected
based on judgment and convenience. Data collection was done by visiting these stores multiple times in different
timings incorporating more and less crowded situations.

3.1 Conceptual Framework

Cleanliness H1

The conceptual tframework provides a foundation for research study. The framework consists of seven predictors
which are cleanliness, music, lighting, temperature, scent, color and display/layout of outlet, and one response
variable which is purchasc intention.

4. Data Analysis

Dala was analyzed by using the SPSS soltware. Confirmatory lactor Analysis was used to check validity of
research instrument and multiple regression to test the hypothesis.

4.1 Reliability & Vadidity

The instrument of data collection has been adapted from Han, Kuang, Low & Yap (2011) and Vijay (2013) which

37



WWww.ccesenet.org/ijms International Journal of Marketing Studies Vol. 7, No. 2; 2015

shows the validity of the instrument. To further check validity of the instrument, confirmatory factor analysis was
used. The items below 0.40 were dropped. Remaining items with their respective loadings are as under:

Table 1. Retained questionnaire items

Items Factor Loading
Cleanliness

1. The cleanliness of the outlet floor motivates me to buy more. 808
2. The clean shelves of retail chain outlet motivate me to stay more. 815
3. The cleanliness of retail chain outlet attracts me to visit again. 11
Music

4. Listening to music creates a relaxed atmosphere while shopping. 737
5. Music in store motivates me to buy more. 746
6. Pleasant environment created by music makes me spend more time in the store. .831
7. The adequate rhythm of the background music makes me comfortable. 828
8. The sufficient volume of the background music makes me stay more time. 662
9. The existence of background music increases my well-being and comfort. 686
Scent

10. Scent in retail chain outlet encourages me to purchase more. 521
11. Scent in the store makes me to revisit retail chain outlet. 685
12. Fragrance of the retail chain outlets makes me to stay more time. 597
Temperature

13. The quality of the air conditioning store made my presence in the store comfortable. 625
14. Fully air conditioned environment makes me comfortable while shopping. 573
15. Retail chain outlets with no air conditioning discourage me towards shopping. 774
Lighting

16. Lighting in retail chain outlets is fine. 595
17. The lighting in the outlets is pleasing to the eyes, and makes me to stay more. 743
18. Good color of lighting attracts me towards products. .658
19. The lighting of the outlets makes things more visible and attractive to me. 668
20. The lighting in the area of products allows me to evaluate the quality of the product. 733
21. The different lighting used in each area inside the store is important. 645
Color

22. The color of retail outlet chain is fine. 543
23. The outlet color creates a positive image in my mind. 564
24. The color of retail outlet makes positive perception in my mind. .510
Display/Layout

25. I tend to buy more when i come across attractive and impressive displays. 620
26. There is a sufficient display of in-store information. 537
27. Display motivates me to look at the products more critically. 633
28. The retail chain outlet display allows me to see displayed products clearly. 720

29. The creative and systematic arrangement of products in the retail chain outlet helpsme 605
in the selection of product.
Purchase intention

30. I'would like to purchase in the retail chain outlet. 569
31. I'would like to shop longer in the retail chain outlet. 673
32. I'would like to visit the retail chain outlet again. 7
33. I'would like to repurchase in future. 765
34. Iwould like to tell my family and friends about the retail chain outlet. 589

The reliability of the instrument was ensured through acceptable values of Cronbach ‘s alpha.The Table 2 shows
the summary of reliability statistics for seven independent variables (cleanliness, music, lighting, scent, color,
temperature, Display /layout) and one dependent variable (Purchase intention). Overall reliability is 0.937 which
is extremely good.
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Table 2. Reliability statistic

Variables No of items Reliability
Cleanliness 1-3 0.787
Music 4-9 0882
Scent 10-12 0.768
Temperature 13-15 0.659
Lighting 16-21 0.805
Color 22-24 0.753
Display & layout 25-30 0.797
Purchase intention 31-34 0.845
Overall reliability 1-34 937

Afterwards, multiple linear regression was applied whose result is mentioned in Table 3. The R square is 0.481.
It means our model is explaining 48.1% variance in purchase intention.

4.2 Findings
4.2.1 First Hypothesis
H1: Cleanliness has significant impact on the consumer purchase intention.

H1 is accepted because p < 0.05 (see table 3) which shows cleanliness influences positively on the purchase
intention of the consumers. The output of the test explains that there is a significant relationship between
consumer purchase intention and cleanliness. Loo, Ibrahim & Hsueh-Shan (2005) rated cleanliness higher than
any other atmospheric factor which shows cleanliness is useful for motivating customers towards purchasing.

Table 3. Multiple regression result

Purchase Intention

Variables B p<0.05
Constant 0.12 0.64
Cleanliness 0.176 0.002
Music 0.066 0.153
Scent 0.166 0.005
Temperature -0.018 0.766
Lighting 0.233 0.000
Color 0.063 0321
Display & layout 0.280 0.000
R2 0.481

F 35.073

AR2 0.467

*p < 0.05 0.000

4.2.2 Second Hypothesis
H2: Music has significant impact on the consumer purchase intention

H2 is rejected because p>0.05. Music shows an insignificant impact on the consumer purchase intention. The
insignificant relationship between music and consumer purchase intention is in contrast to findings of Alpert &
Alpert (1986), Irena Vida (2008) and Vijay (2012) which state music has a positive impact on mood and
purchase behavior.

4.2.3 Third Hypothesis
H3: Scent has significant impact on the consumer purchase intention

H3 is accepted because p<0.05 which shows that scent positively influences consumers’ purchase intention.
Parson (2009) pointed toward a positive relationship between scent and purchase intention.

4.2.4 Fourth Hypothesis
H4: Temperature has insignificant impact on the consumer purchase intention.

H4 is rejected because the temperature has almost no impact on the consumer purchase intention because the
value of p is greater than 0.05. This result is in contradiction with the research studies of Bhol (2012) & Lam
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(2001) that mention the influence of temperature on purchase intention.
4.2.5 Fifth Hypothesis
HS5: Lighting has significant impact on the consumer purchase intention

H5 is accepted because p<0.05 which explains the significant positive influence of lighting on the purchase
intention. Adequate lighting is critical for customers to assess the product quality and form perception about the
store (Areni & Kim, 1994). The result of this hypothesis test is consistent with the findings of Banat &
Wandebori (2012)

4.2.6 Sixth Hypothesis
H6: color has insignificant impact on purchase intention of consumers.

H6 is rejected because p>0.05. So color shows insignificant impact on the consumer purchase intention which
means the color of the retail chain outlets does not impact consumers while shopping. The result is in contrast to
the findings of Gajanayake et al (2011)

4.2.7 Seventh Hypothesis
H7: display/Layout of outlet shows significant impact on the consumer purchase intention

H7 is accepted because P<0.05, which means that there is a significant relationship between the consumers’
purchase intention and product display/layout. The same finding was reported in the studies of Abratt et al. (1990)
and Banat & Wandebori (2012).

5. Conclusion

The major objective of conducting this research was to identify the impact of atmospheric variables on the
consumer purchase intention in the international Retail chain outlets (Metro Habib & Hyperstar) of Karachi. In
the past, many researchers have been conducted on these variables, but mostly conducted outside Pakistan. We
have conducted this research specifically in Karachi, Pakistan. This research examined the impact of cleanliness,
music, scent, color, lighting, temperature, display/layout on purchase intention of consumers. Cleanliness, Scent,
Lighting and Display/Layout have significant positive influence on the consumers' purchase intention while
music and color have minimal impact on the consumer purchase intention, whereas, the temperature has almost
no impact on the consumer while shopping.

5.1 Recommendation

On the basis of this research, we recommend to the managers and retail chain outlet owners that they must take
into account the Cleanliness, Scent, Lighting and color of the outlets to match with the customer’s attitudes and
perceptions. Scent used in retail outlets must be pleasing and attractive to both males and females. The products’
display should be made convenient for customers to explore and handle. Managers must take into consideration
the environmental cleanliness so that consumers are encouraged and motivated to visit again. Proper lighting is
advised for visibility of the products to consumers. More than one color could be used in lighting of retail outlets
wherever possible without compromising on visibility and matching with the surrounding context. It is
recommended to play music for creating a soothing environment.
5.2 Recommendation for Future Research
Future researchers are advised to collect the responses from consumers through qualitative as well as quantitative
researches to know more about the influence of these variables on the consumer purchase intention. This study
was limited to Karachi city only. Future research should cover either whole country or significant number of
large and small cities to have a broader outlook of consumer behavior in Pakistan. Future research should be
conducted using a relatively large sample. Comrey & Andrew (1992) postulated that “1000 respondents and
above is considered as excellent sample size”.
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